Data was collected at the OR Tambo Airport in Johannesburg South Africa from 503 willing international tourists. The survey was selfadministered over a two-month period. Due to the absence of a sampling frame, non-probability sampling was adopted in selecting participants. A unique conceptual model was developed to test the causal effect of traveller perceived value on cognitive and affective destination image as well as on traveller intention to revisit. In addition, the direct effect of cognitive and affective destination image on traveller intention to revisit was also measured. Analysis of data involved descriptive statistics and structural equation modeling conducted in the Statistical Package for the Social Sciences (SPSS) 25 and Analysis of Moment Structures (AMOS) 25 respectively. Descriptive statistics produced frequencies on gender, age, travels, purpose of trip and holidays associated with each respondent. Structural equation modeling was conducted following a two-step process. First, confirmatory factor analysis followed by hypothesis testing. Further research could assess the possibility of a link between affective and cognitive destination image.
a b s t r a c t
Data was collected at the OR Tambo Airport in Johannesburg South Africa from 503 willing international tourists. The survey was selfadministered over a two-month period. Due to the absence of a sampling frame, non-probability sampling was adopted in selecting participants. A unique conceptual model was developed to test the causal effect of traveller perceived value on cognitive and affective destination image as well as on traveller intention to revisit. In addition, the direct effect of cognitive and affective destination image on traveller intention to revisit was also measured. Analysis of data involved descriptive statistics and structural equation modeling conducted in the Statistical Package for the Social Sciences (SPSS) 25 and Analysis of Moment Structures (AMOS) 25 respectively. Descriptive statistics produced frequencies on gender, age, travels, purpose of trip and holidays associated with each respondent. Structural equation modeling was conducted following a two-step process. First, confirmatory factor analysis followed by hypothesis testing. Further research could assess the possibility of a link between affective and cognitive destination image. 
Data
The data is presented through four tables and one figure. Table 1 presents the sample profile showing demographic characteristics of the participants such as gender and age. Table 1 also shows the participants' frequency of travels and the purposes of their trips as well as frequency of holidays. Table  2 presents the model fit criteria and the corresponding outcomes for each indicator. In Table 3 , the accuracy analysis statistics are presented which include reliability and validity measures. Fig. 1 , illustrates the structural model showing all the outcomes of the proposed hypotheses. Lastly, Table 4 presents the hypotheses results.
Experimental design, materials, and methods
The research was quantitative in nature adopting the survey methodology. Due to the difficulty in obtaining a sampling frame of international tourists passing through the airport non-probability convenience sampling was adopted in appropriately selecting suitable participants. Questionnaire design was based on past research and adaptations were made where necessary.
Specifications Table   Subject Tourism, Leisure and Hospitality Management Specific subject area Consumer behaviour, Marketing Type of data Value of the data The data helps explain the relationship between travellers' perception of value, views and thoughts of a destination and whether all this would influence them to revisit the place? Marketers, tourism practitioners such as tour operators, researchers on destination marketing and policy makers stand to benefit from these data These data could be used to test the mediation effect of affective and cognitive destination image between traveller perceived value and traveller intention to revisit given that a direct relationship between the two does not exist. Alternatively, these data could be used for regression analysis to see if traveller perceived value, cognitive and destination image are all direct antecedents of traveller intention to revisit. Lastly, these data could be used to measure the direct relationship between affective and cognitive destination image. The additional value of this data is that it has a substantial sample size (503 respondents) and an extra two additional constructs were not measured SS (airport servicescape) and CNDI (conative destination image). Future researchers could use these data and incorporate these two variables in potential rival models and produce interesting findings.
Theoretical basis of proposed model
The study's structural model is presented in Fig. 1 . Traveller perceived value and overall satisfaction are associated with the intention to revisit and recommend a destination [1] . Intentions to revisit a destination within the next 2 years can be predicted by satisfaction with one's last visit, perceived value of the last visit, and past behaviour Petrick et al. [2] . Perceived value mediates the relationship between destination image and revisit intention at the same time directly influencing revisit intention according to Cheng et al. [9] . Perceived Value has the potential to predict intentions to revisit [3] . Satisfaction is influenced by behavioral intention to revisit a destination, Kim et al. [4] . 
Structural equation modeling
Structural equation modeling was conducted using the two-step procedure proposed by [5] , which assesses model fit comprising of confirmatory factor analysis (CFA) and hypotheses testing. Confirmatory factor analysis (CFA) was primarily performed to examine scale accuracy of the multiple-item construct measures using AMOS 25. Reliability checks were conducted in SPSS 25 in order to generate the Cronbach's alpha (a), item totals, means and standard deviations. Table 2 below shows the model fit criteria used for the study as well as indicator values for each criteria.
The measurement model produced a ratio of chi-squared value over degree-of-freedom of 2.531 which is acceptable as it falls below the 3, recommended by [6] . Other model fit indices that included the GFI, CFI, IFI, NFI, RFI and TLI were 0,907, 0,948, 0,949, 0,918, 0,901 and 0,937 respectively. All these model fit measures were above the recommended threshold of 0.9. The RMSEA was 0.055, which fell below the threshold of 0.08, recommended by Hooper et al. [7] . The accuracy analysis statistics are presented in Table 3 . Table 3 above indicates that most of means ranged from 4, 721 to 5, 322, while all Cronbach's alpha values were above the required 0.7. The standard deviation values were between 1 and 2 while all item totals were above 0.5. In addition, most CR values were above the recommended 0.6 while most of the AVE values were above the accepted level of 0.5. The AVE value of (TPV) is 0,560 which is greater that the square of the shared variance of (TPV) and (CGDI) which [(0,495) 2 ] ¼ 0,245. This therefore proves the existence of discriminate validity, [8] . Composite reliability (CR) values and average variance extracted (AVE) values for each construct were generated using the following the formulae: perceived value and affective destination image), was also supported at (b ¼ 0.43). Lastly, H4 and H5 indicated that traveller perceived value is related to both affective and cognitive destination image at (b ¼ 0.43) and (b ¼ 0.56) respectively.
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